Abstract-This study aims to determine the potential of cultural tourism in the municipalities that comprise the region 6 of the State of Jalisco, territorially delimited in the South of Jalisco. Are tested first to determine the demand for cultural tourism to determine the cultural tourist profile under the assumptions that tourists especially motivated by culture, tend to travel longer distances than most tourists. It discusses the motivations and satisfactions of cultural tourists to establish the potential market in accordance with the characteristics of the target market in the southern region of Jalisco.Any operation of cultural tourism companies should make the strategic diagnosis, so that explains the use of SWOT analysis as a tool for strategic planning of cultural tourism enterprises. Finally, we propose the development strategies of cultural tourism in this region of southern Jalisco. Abstract-This study aims to determine the potential of cultural tourism in the municipalities that comprise the region 6 of the State of Jalisco, territorially delimited in the South of Jalisco. Are tested first to determine the demand for cultural tourism to determine the cultural tourist profile under the assumptions that tourists especially motivated by culture, tend to travel longer distances than most tourists. It discusses the motivations and satisfactions of cultural tourists to establish the potential market in accordance with the characteristics of the target market in the southern region of Jalisco. Any operation of cultural tourism companies should make the strategic diagnosis, so that explains the use of SWOT analysis as a tool for strategic planning of cultural tourism enterprises. Finally, we propose the development strategies of cultural tourism in this region of southern Jalisco.
ourists with special interest in culture corresponds to the segment of "cultural tourism", ie, size and value are directly attributable to the country's cultural values that encourage tourists to take a trip. Tourists with occasional internes culture belong to other tourism segments (CESTUR). A special program of incentives for tourism related to culture or values must recognize contributions that tourism can have for culture and vice versa, to capitalize on the positive and generate synergies for the development of both sectors. It associates the word "tourist and cultural attraction" with the tangible and intangible cultural heritage.
II.
Determination of the demand of cultural tourism When you start the twenty-first century, tourism is the most important for economic development and the cornerstone for the development of services with a value estimated at 476 000 million. It is therefore a powerful tool to promote development of villages in terms of advantage.
Mexico ranks seventh among the main recipients of international tourism, after France, Spain, United States, Italy, China, UK and Austria. Relati  ve  124  137  16  133  130  17  Personal  Travel &  Tourism  39  ---12  131  ------14  Business  Travel  145  62  11  168  58  12  Public  expenditu  re  3  94  7  2  93  11  Equity  Investme  nts  15  115  12  9  113  16  Visitor  Exports  19  15  9  27  15  11  Other  exports  13  ---10  34  ---12  Travel  and  tourism  demand  68  103  11  91  108  14  Tourism  and travel  industry  14  70  10  52  99  11  tourism  economy  68  110  19  89  115  22  Tourism  industry  employm  ent  4  52  8  42  75  14  Tourism  economy The price index considers "the costs that consumers pay for hotel products and services ... taxes on purchases of goods and service utilization."
The human tourism index takes into account "the people's participation in tourism activities. In 2003 recorded 47.9 million tourist arrivals national hotel rooms, which means an increase of 1.3% compared to the previous year. In 2003 domestic tourism increased the average stay of tourists at night overnight or 8.2%, highlighting especially in beach destinations, while the fate of cities recorded lower occupancy rates .. The interior cities and large cities respectively showed a contraction of 2.8 and 1.5 percentage points compared with the levels recorded in 2002, while the border cities showed a good performance by recording an average occupancy of 60.2%, which is 6.3 percentage points higher than that of a year earlier.
In 2004 it is expected that travel and tourism generates in Mexico 8.40.200 million pesos equivalent to U.S. $ 73.3 billion in economic activity (total demand). The direct impacts of this industry include: +681, 354 jobs, representing 2.4% of the total. 186 800 million Mexican pesos equivalent to U.S. $ 16.3 billion gross domestic product, equivalent to 2.7% of total However, because tourism touches all sectors of the economy, its real impact is greater. The economy of this sector directly and indirectly represents: +2, 865.740 jobs representing 10.0% of total + 643 200 million pesos of gross domestic product, equivalent to 9.4% of the total. + 299 900 million Mexican pesos equivalent to U.S. $ 26.2 billion of exports, goods or services and 13.8% of total exports + 168 300 million Mexican pesos equivalent to 14.7% billion of capital investments or 10.7% of total investments. + 40 300 million pesos equivalent to U.S. $ 35.5 billion of government expenditure or 5.1% of participation.
3) Growth
For 2004, tourism projects in Mexico + Real growth of 11.1% of total demand. + 9.3% of the domestic product of the tourism industry sector, 186 800 million Mexican pesos equivalent to U.S. $ 16.3 billion gross domestic product for the industry directly, and 10.7%, 643.2 thousand million pesos of gross domestic product, equivalent to 9.4% of the total. For the economy of tourism in general (direct and indirect costs).
+ 8% in employment in the tourism industry with direct impact only, or 681.354 jobs, and 9.9% or 2.86574 million jobs in the tourism economy in general, direct and indirect impact.
In the next ten years, tourism in Mexico is expected to reach an annualized real growth: + 7.1% of total tourism demand for lograr2, 340 equivalent to 000 million (U.S. $ 167.4 bn) in 2014. + 5 5 of total of total domestic product of the tourism sector up to 422 900 million pesos equivalent to U.S. $ 124.6 billion to the economy of tourism in general. The culture is in sixth place as the main motivation for domestic tourism and the fourth for international tourism. It is estimated that tourism especially motivated by the culture in Mexico accounts for 5.5% of domestic passengers and 3% for international. Almost 70 million tourists with activities related to culture in Mexico. The cost per trip of tourism demand is related to culture the national average, by increasing their daily intake based on their activities around the cultural heritage and their stay is greater than that of other segments.
III.

Profile of tourists with cultural statement
Tourists especially motivated by culture, tend to travel longer distances than most tourists. To carry out a cultural incursion personal investment is needed of the tourist, who expressed greater interest in learning and engage in the life of the place visited, which requires more time than a scenic trip, the more visited is the culture of others, more curious results on the tourists.
Main activities, those related to tangible heritage are very popular among tourists especially motivated by culture, representing 48% of all tourism activities conducted by national and international 63%. The intangible elements are by their very nature, more difficult to identify although its influence is manifested in a general sense of impregnating the culture visited tourist.
In the case of activities from tangible and intangible heritage, the archaeological sites (27%) are a favorite of international tourists especially motivated by culture. As for the intangible heritage, prefer to see the traditions and customs of the communities (9%). For its part, Mexicans prefer to attend activities related to intangible assets (52%) among its outstanding regional cuisine tasting (13%). The tangible heritage related activity preferred by Mexican tourists is the observation of architectural monuments (18%). This relates to the interest, rather than didactic aesthetic appreciation of most cultural travelers.
IV.
Motivations and satisfaction of cultural tourists
Both domestic and international tourists, the attributes relating to architecture and living culture are key motivators. The place of these factors between nationals and foreigners is reversed, with the themes related to culture alive for those of more international tourists and those related to tangible assets most important to the national tourist. The tourist interested in culture, is also seeking money, climate, landscape and activities that can meet the members of the group that travels.
Mexican cultural tourists are sensitive to the cost-benefit purpose, value destinations around the variety and quality of activities offered, is willing to spend on experiences, but not in services that do not provide clear differences with respect to others who have a interesting style. The economic cost factors, emotional and physical are crucial. The relationship between them and their benefits must be proportionate. A cultural tourist destination and to provide cultural activities featuring comfort and additional options for leisure and entertainment, is more likely to attract tourists or occasional specialized than other destinations. Considered cultural tourists in general are scarce pleasant and attractive cultural offerings for children and adolescents and that failure to appreciate the teaching culture.
V.
Market potential
Surveys to estimate and characterize the current volume of demand for cultural tourism in the domestic market indicate that only 5.5% of domestic tourists are considered especially motivated by culture and 35.7% with casual interest. globally 37% of the tourists engage in some cultural activity during their trip and the annual growth rate will be 15% from 2000. (Bywater, M., 1993) Mexico is currently involved with the tourists, -554.233 1.8% of the market they represent the sending countries, USA, Canada, Germany, France, Spain and England, which means there is huge potential for market penetration, as long as the market develops and adequate supply. Mexico is already involved with the 8.4% market share amounting to 7.2 million tourists. tourists with a casual interest in culture, they represent a total of 84.9 million tourists who travel abroad: 35% of the total. Mexico is already involved with the 8.4% market share amounting to 7.2 million tourists.
VI.
Details of the offer of tourist destinations-cultural
The size and competitiveness of the tourist and cultural offer can not be assessed from these resources in isolation but in relation to geographic locations where they are located, and in which converge the various elements that make it feasible for your visit.
The criteria used for selecting the destination locations are:
1. The role they play in the tourism system; 2. The main features that have cultural heritage; 3. The terms of infrastructure and services for tourist use and 4. Details of the local population.
It becomes most apparent difference between domestic and foreign perceptions.
As examples of the wide diversity of cultural tourism resources can be mentioned:
 Operations of the business of cultural tourism
In cultural tourism are companies from various sectors of production. In addition to the tourism and cultural sector, significantly involved companies and institutions involved in urban development and the service sector in general and support areas.
1) Cultural Tourism Sectors
The cultural tourism agencies include public, private and social, this diversity of actors makes the administration has a greater complexity than other fields of tourism.
In specific areas of tourism and culture whose presence turns excel is very important in those places where the activity takes place:
 Hotels  Tour operators  Museums  Craft Stores  Restaurants  Tourists Guides  Cultural sites managed by the INAH In the relations of the actors in the system, the basic structure of marketing generates harmonious relations between private actors in the tourism sector. In addition to these key players, cultural tourism has other such as:
2) Cultural tourism players In general, the business outlook is favorable for the development of cultural tourism requires a better use of cultural resources to strengthen the identity of the destinations and the country as there are more strengths than weaknesses. Need greater certainty about the path to take to seize the assets and improve the participation of Cultural tourism companies, there is a willingness to undertake the necessary improvements to enhance the development of these communities and tourism enterprises.
Recognized six areas for action in proposing a series of strategic guidance and tactical approaches that will strengthen and enhance the relationship of tourism activities in their cultural side:
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